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VIEWPOINT

View from the Top

My home town of Dubai, in the United Arab
Emirates, has Burj Khalifa—the tallest build-
ing in the world. This all started with a dream,
a vision, a spark of hope—the hope that a tall
building would turn Dubai into one of the top
cities in the world.

I remember the early 1990s, when Dubai’s
ruler, Sheikh Mohammed bin Rashid Al Mak-
toum, gathered directors and managers from
all departments of the Dubai government to
discuss this magnificent idea. I worked in the
police department at the time. We all shared
our ruler’s dream to put Dubai on the world
map—to put it at the top, so to speak. The journey of creating the tallest
building in the world had begun, maybe not physically, but psychologically.

As with any journey, a series of steps
must be followed to get to the top.

Just like Dubai, Burj Khalifa offers a path to see the “view from the top”
When you reach the building’s summit, you gaze upon a beautiful scene
below. It gives one a sense of achievement and belonging, and the joy one
feels is immense. But, as with any journey, a series of steps must be followed
to get to the top.

THE VISION: It all starts with a single person’s vision. That vision leads to
a path of hard work, one that is taken not only by that individual, but by all
the people who buy into it.

THE KNOWLEDGE: Acquiring the knowledge and experience others have
accumulated is key to the success of implementing a plan. Lack of knowledge
and experience will lead to several stumbling blocks.

THE PLAN: Without a structured plan, a vision will remain a vision, and
one that may be snatched up by others to pursue.

THE EXECUTION: This is where the vision, the knowledge and the plan
culminate to create an opportunity not only for the visionary, but for the
many people of future generations who will enjoy the view from the top.

The interesting part of the journey, and the view that follows, is how each
individual experiences it in a unique way, as if the experience were specifi-
cally designed for them. Every step provides a view to be cherished.

In this way, Toastmasters also stands at the top. The sense of achievement
and excellence offers a treasured view. We, and Burj Khalifa, have much in
common, especially the view from the top K
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MOHAMMED MURAD, DTM
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LETTERS

“Humor can be your
greatest ally. Use it
wisely. Use it carefully.

But use it”
— Paul Cleary, CC

Wit and Wisdom
Gene Perret’s article “3 Tips to Make 'Em
Laugh” (December) offers some good
advice on using humor in public speaking.
Here in Ireland, competition for the best
humorous speaker is fierce, because we
have 4 % million witty people on the island.
Self-deprecating humor always goes down
well here, as do “roastings” and tall tales.
Mr. Perret’s advice about “knowing your
audience” and “tailoring your material” is
very apt but pertains more to the content
of the speech than the way it is crafted and
delivered. We are lucky to have the English
language at our disposal, which affords us
wonderful wordplay tools such as puns,
spoonerisms, malapropisms and oxymora.
Toy with your audience ... bring them to the
brink of a guffaw then leave them hang-
ing. Then go in for the kill and come with a
series of quick-fire hilarious anecdotes.
Humor can be your greatest ally. Use it
wisely. Use it carefully. But use it.
Paul Cleary, CC

Castleknock Toastmasters
Dublin, Ireland

Speechwriting Strategies

Thank you, Amanda Dunford, for the arti-
cle “Writing for the Commander” (about
speechwriter Jason Garrett) and thank you,
Julie Bos, for the Q&A “Flying High” with
Michael Flynn. These two inspiring articles
about speechwriting in the November
issue of Toastmaster magazine focus on
the important strategy of putting the
“meat” before the “sizzle”

As Dunford writes in her article,
“Garrett warns that speechwriting is not
for the faint of heart; you must have a pas-
sion for it, and a thick skin. Public praise

and recognition are not assumed”” To over-
come writer’s block, keep writing. It helps
to research the audience and get back-
ground information and ideas from CEOs,
as well as from many others, because ideas
for speeches are everywhere.

I also learned three important rules
from Michael Flynn: Never miss a dead-
line, never take an edit personally and
never use more words than you need.

Lila V. Howell, CC

Going Deep club
Mechanicsburg, Pennsylvania

A Princely Admission

While reading through the November issue,
I watched Prince Harry [of the British royal
family] on the TV news reveal his fear of
public speaking. He said he feels “incredibly
nervous” before making speeches, and anx-
ious when he enters a room full of people. He
made his comments in a video for a charity
he co-founded, one that helps reduce the
stigma associated with HIV/AIDS. “Now
that I've confessed [about my fear of public
speaking], I'll probably be even more worried
that people are looking at me;” Harry said.

He added that no one should feel shame
about their secrets.
Ed Goodwin

The Speakers of Croydon club
Croydon, England

Just in Time

I was working on speech assignments

that emphasize focusing on the audience’s
interests when I read Steven D. Cohen’s
article “It's All About the Audience”
(November). Ilearned how using inclusive
pronouns in your speech is a fantastic way
to establish a strong connection with audi-
ence members. Because it’s so important
to learn what the listener cares about, I
found Mr. Cohen’s guidance on searching
the web for recent news, as well as look-
ing at social media posts, to be incredibly
germane to my situation.

And, although this may seem obvious, I
needed a reminder to verbalize the benefits
that my audience can gain from my speech.
It’s a surefire way to generate interest and
connect with the audience.

Sharon Alfred, CC

Old Town Toastmasters club
Alexandria, Virginia

Lifetime Journey

The article “Deliver an Epic Keynote” by
Jane Atkinson (November) enlightened
and inspired me. The three phases of
preparation that the author recommends—
preparing a phrase to be the thread
through the entire presentation, having 60
percent of your speech “in your bones,” and
creating your own style—are all wonderful
ideas. They deserve a whole life of practice
to make your speech perfect.

Delivering an epic keynote is still a goal
that is far away for me, but that won’t stop
me from pursuing it. The people who tell
me I have impacted their lives with my talk
would tell me to keep going, even though it
is only a small beginning.

Bruce Yang, DTM

Taichung Toastmasters club
Taichung, Taiwan

A Win-Win
I recently decided to step up my speech-
coach consultation work and expand on
my love of public speaking and helping
others improve. [ took on an exciting
new challenge when I was approached
by a fellow college professor and a fellow
Toastmaster from a different club; together
we worked with a member on his speech. I
later learned he won a competition with it!
Here’s the bottom line: Taking advantage
of outside resources is always a good thing.
Never be afraid to seek out help, whether
from a mentor, a more experienced member
in your club or a professional communica-
tions coach (like me). After all, you can’t put
a price on confidence!
Nicole M. Pace, CC

Jersey Shore Toastmasters
Lakewood, New Jersey

DO YOU HAVE SOMETHING TO SAY?
Write it in 200 words or less. State your
name, member number and home club,

and send it to letters@toastmasters.org.
Please note: Letters are subject to editing for
length and clarity, and may be published in
both the print and electronic editions.
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AROUND THE GLOBE

MEMBER MOMENT

N Embracing Cultures

For Anesa Burkic, Toastmasters is more than a club—it’s a cultural
exchange. Burkic, 32, is a member of the Embracing Cultures club
near Portland, Oregon, a club dedicated to uniting and empowering
women of diverse nationalities and cultures. Burkic applies her own
diverse experiences to her role as the club’s vice president public rela-
tions. She organized the club’s first Speechcraft.

Born in Banja Luka, Bosnia, she moved to Germany with her fam-
ily in the 1990s to escape the civil unrest in Bosnia, and immigrated
to the United States in 2000. She is fluent in three languages: German,
Bosnian and English, and is proficient in French. Burkic is currently
earning her graduate degree in Applied Linguistics and plans to teach
English as a second language, as well as intercultural communication.

How did you learn about Toastmasters?

A manager reached out to me on LinkedIn about a job. I asked
her about the Toastmasters awards on her profile and she referred
me to a member in Portland. Through him, I learned about a
university job fair where the Embracing Cultures club hosted a
booth, and they invited me to an open house with a potluck. Be-
ing a huge fan of international foods, I was sold.

What makes your club unique?

Embracing Cultures offers a welcoming and safe space for women
to talk about their personal development and desires, family and
beliefs and values, while practicing public speaking and leadership.

How has living in different countries influenced your life?
I did not just meet many people, I also encountered myself. I learned
to use curiosity and listening skills to find out more about a person’s
cultural upbringing, education and experiences. This allowed me to
connect with people and find similarities instead of differences.

What do you hope to
accomplish with the skills
you’re learning in Toast-
masters?

I would like to lead personal
development workshops. I
believe Toastmasters has an
excellent platform and tools
that offer skills for life.

Which speech project
did you like delivering
the most so far?

My Ice Breaker! It was all
about putting myself out
there—with sweaty hands,
all eyes on me. I started by
singing an African song. It
was amazing!

Anesa Burkic

What does a successful life mean to you?
Self-reflection, and knowing and loving yourself. The secret to living
is giving and being present.

How do you most enjoy spending your free time?

I live in the gorgeous Northwest. I love hiking through big parks,
forests and neighborhoods. I take pleasure in discovering new restau-
rants. I organize and attend meetings with the travel community of
Portland through a network called Couchsurfing where travelers stay
with locals in their homes instead of hotels. I also attend community
meditations in a nearby Kundalini Yoga Temple.

photo credit: Joe Lyman

In Brief

PARTY ON!
Pay tribute to the rich history and

HALL OF FAME

at toastmasters.org/
dtm and club

legacy of Toastmasters International
and celebrate its 90th anniversary in
your club or district. You'll find the
branded anniversary logo and fun
resources to use through October 2015,
at toastmasters.org/90thAnniversary. are updated regularly.
Send your festive celebratory photos to

history@toastmasters.org.

See monthly DTM awards

anniversaries of 20 years
or more at toastmasters.
org/clubanniversaries. Both lists

Recognize new DTMs with one of the
medallions from the Toastmasters Shop.

TOASTMASTERS PUBLICITY
Check out highlights of recent news coverage

of Toastmasters events around the world at
toastmasters.org/About/Media-center.

‘é&\ COOL WEBSITE

Create, broadcast live and stream audio
online with Spreaker. Listeners are able to
provide feedback on a message wall.
spreaker.com.

Go to Toastmasters.org/Shop.
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Members and guests of Highway Toastmasters club in Pinetown, KwaZulu-Natal, South Africa, celebrate the organization’s 90th anniversary.
Photo credit: Alison Lilly.

FACTS WORTH KNOWING
The Case for Continuing Education

o . . , LITERACY SCORE BY AGE & LEVEL OF READING AT WORK
The Organization for Economic Co-operation and Development (OECD)’s

SCORE

2014 study found that from about 25 years of age on, people’s skill levels 310

tend to decline. The good news is that greater involvement in reading or 290 .5._.~.~.‘

number-crunching—at home or at work—may slow that decline. 270 ‘.‘.—.
However, the basic skills of reading, writing and arithmetic may no 250

longer be enough. To remain productive, non-cognitive skills—those used
for social interaction—are key. Researchers have identified communication, ~ 230
working in teams and problem-solving as “21st century skills, stating 210
that “non-cognitive skills are at least as important as cognitive skills for 190
individual development and labor-market success”

In addition, the Institute for Social and Economic Research of the 170
University of Essex (in the United Kingdom) analyzed the results of a 150
British Household Panel Survey and indicated that adult education is 20 3004 3539 4044 4549 5084 5559 6065
good for both mental and physical health. Continued learning provides Il High level of reading at work No reading at work Source: OECD
a greater sense of well-being, self-worth and self-confidence, and in- This graph shows the correlation between how much reading
creases satisfaction with one’s social life and use of leisure time. people do at their jobs and their literacy scores as they age.

Source: thelearningcurve.pearson.com
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AROUND THE GLOBE

WHAT’S THE BUZZ?

Do you listen to music
when writing or editing
your speeches?

“I use music a lot when I create a speech,
and sometimes I imagine it as theme
music for trumpeting my entrance or for
playing in the background while I speak.
Most of the time I create with music”
Jeffrey L. Stein, DTM

Niles Township Toastmasters
Morton Grove, lllinois

“I have never thought of playing music
while writing a speech. I think I will give it
a try. Off the top of my head I think I will
play either classical or light jazz”

John Luszcz, CC

Hackettstown Toastmasters club
Hackettstown, New Jersey

“I find music, TV, radio and even conver-
sations going on around me distracting. I
prefer silence when I craft a speech”
Linda Karalfa, ACS, ALB

Spokane Falls Club
Spokane, Washington

“I go to a coffee house to write speeches.
I learned a long time ago to shut out dis-
tractions and focus on what I'm doing to
complete a project, but I find distractions
allow me to open my mind to possibilities
when I'm stuck on something. Sometimes
I even elicit help from someone nearby.
“Regardless of any distraction, I find it
necessary to have a regularly scheduled
time slot for doing my work, and selfishly
guarding that time slot keeps my writing
moving forward”
Steven Cornell, ACB, ALB
Ann Arbor Toastmasters and Friends
Ann Arbor, Michigan

Members contributed to the discussion on the LinkedIn
Official Toastmasters International Members Group.

QUOTE OF THE MONTH

““A LEADER is BEST when
people barely know he exists,

when his work is done, his
aim fulfilled, they will say:

WE DID IT OURSELVES.”
— LAO TZU, CHINESE PHILOSOPHER
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INTERNATIONAL INTERPRETATIONS

Up Close and Personal

When you have a conversation with someone,
do you tend to talk close or at a distance? Do
you sit in the empty chair next to a stranger, or
choose the next seat over?

The study of personal space, or proxemics,
refers to understanding the comfortable amount of
distance we require between ourselves and others
in various situations. According to renowned
anthropologist Edward T. Hall, who coined the
term proxemics in 1963, people generally require
18 inches (45.72 centimeters) to four feet (1.219
meters) of personal space with people they
know well, four feet (1.219 meters) to seven feet
(2.134 meters) with co-workers and acquaintances, and 12 feet (3.658 meters) to 25 feet (7.62
meters) with strangers.

The amount of personal space we're comfortable with, however, varies by culture.
Understanding these cultural differences can help us in our interactions with others in our
own country as well as abroad.

North Americans tend to prefer the most personal space, requiring a minimum of 18
inches (45.72 centimeters) between each other in conversations. By comparison, in some
Arab, European and South American countries, the accepted social distance is half of North
Americans’ preferences. In South America, people tend to sit closer to strangers and bump
into each other in public, without apologies given or expected. This also applies to densely
populated countries where personal space is not readily available, such as India and Egypt,
where city streets are flooded with foot traffic and microbuses are filled beyond their capacity
with passengers.

The amount of personal space people are
comfortable with varies by culture.

Sources: National Public Radio, “How Different Cultures Handle Personal Space’; and Center for Spatially
Integrated Social Science, Edward T. Hall: Proxemic Theory, 1966 by Nina Brown

TOASTMASTERS
INTERNATIONAL

90TH ANNIVERSARY

Club Growth
through
the Years

Today Toastmasters Inter-
national is a global organiza-
tion with 14,650 active clubs hosting more
than 313,000 members. But it began small.
Toastmasters was founded by Ralph C. Smed-
ley in 1924, and in the early 1930s there were
about 20 clubs, according to Smedley’s book
The Story of Toastmasters. However, that
number kept climbing, and by the early 1950s
there were about 1,000 clubs.

In the 1950s, Toastmaster magazine
reported the organization’s consistent growth
by publishing the numbers of active clubs. By
1960, Toastmasters had more than tripled its
club numbers from a decade earlier, recording
more than 3,000 active clubs.

JANUARY 1951

DECEMBER 1951
JANUARY 1952
DECEMBER 1952
JANUARY 1953

DECEMBER 1953
JANUARY 1954
DECEMBER 1954
JANUARY 1955

DECEMBER 1955
JANUARY 1956

DECEMBER 1956
JANUARY 1957

DECEMBER 1957
JANUARY 1958

DECEMBER 1958
JANUARY 1959

DECEMBER 1959

920 ACTIVE CLUBS
1,020 ACTIVE CLUBS
1,020 ACTIVE CLUBS
1,206 ACTIVE CLUBS
1,225 ACTIVE CLUBS
1,415 ACTIVE CLUBS
1,454 ACTIVE CLUBS
1,670 ACTIVE CLUBS
1,694 ACTIVE CLUBS
1,928 ACTIVE CLUBS
2,005 ACTIVE CLUBS
2,285 ACTIVE CLUBS
2,305 ACTIVE CLUBS
2,632 ACTIVE CLUBS
2,667 ACTIVE CLUBS
2,875 ACTIVE CLUBS
2,895 ACTIVE CLUBS
3,055 ACTIVE CLUBS

z/r/

ANNIVERSAR

Breaking the




MEET MY MENTOR

What drew you to Toastmasters?

I first learned about Toastmasters in 2006 when Darren LaCroix,
2001 World Champion of Public Speaking, came to Tulsa to speak
and promote the value of Toastmasters. I joined three years later.
I am a 20-year breast cancer survivor. I wanted to write about
cancer prevention and conduct seminars on the subject, but I
needed to increase my confidence first.

Please tell us about your mentor.

Darlene has been my mentor since July 2013. She is a true
servant leader, overflowing with compassion, encouragement
and incredible vision.

Darlene first joined Toastmasters to connect with others. In
2007, after five years as a member, she accepted a position on
a U.S. military base in Kuwait. For more than two years, as a
liaison between nine branch managers and 500 employees, she
oversaw employee transactions and delivered daily reports to
the U.S. Army.

She returned to Tulsa, and in 2011 won the Humorous
Speech Contest at the area level. She served as chair for Dis-
trict 16’s 2012 fall conference, and was named the 2012-2013
Toastmaster of the Year in our district. In 2013-2014, she be-
came the only area governor in her district to lead all her clubs
to President’s Distinguished within one term.

How has Darlene helped you?
Darlene provides me with creative ideas, enormous support and valu-
able insight. She challenged me to continue serving as a club officer,

Darlene E. Jordan, ACB, CL

No one has the potential to influence a member’s experience like a mentor. Sherry A.
Sims, ACS, ALB, a writer and inspirational speaker, is a member of the Leadership
Masters club in Tulsa, Oklahoma. She shares how her mentor Darlene E. Jordan, ACB,
CL, a technical assistant for a contract drilling company in Tulsa, helped her.

and encouraged me
to compete in the
2014 International
Speech Contest.

What is the best
advice you re-
ceived from her?
She told me to step
out of the box and go
for it! Because of her
confidence in me, I
was able to over-
come my self-consciousness and compete in the International Speech
Contest.

FROM LEFT: Sherry A. Sims and
Darlene E. Jordan

What is your favorite thing about Darlene?
It is her love and compassion for people.

NOMINATE YOUR MARVELOUS MENTOR!

Do you know an exceptional mentor who has positively
influenced you or other Toastmasters? Send a 200-word
description and photo (1 MB or larger) of you

and your mentor to MentorMoment@toastmasters.org.

L]

TABLET SPECIAL: Download the tablet edition
for a new mentor tip each month.

Train to be a Public Speaking Goach & Presentation Skills Trainer

Founder:
SpeakersTrainingCamp

President:
Successworks

Author:
101 Ways to Captivate
a Business Audience

provide the training, the materials, and the
roadmap for your success. Contact me
personally to discuss your next step.

Turn your passion for speaking and evaluating into a career. Be your own boss, set your own
fees and schedule. Teach others to speak and present through workshops and coaching.

Our three-day certification makes it easy for you to deliver the award-winning
SpeakersTrainingCamp® workshop, top-rated by I 4
Fortune 500 companies for over 30 years. We

JOI.0 us ¢
n 2
 Atlantq 47

Become a SpeakersTrainingCamp® Certified Trainer
Toastmaster discounts - U.S. and International

| e las Vegas

aft
(after the Iodslmcmers toavention/

Contact Us Today!

Sp eaker gﬂalmngcamg infoesuccessworksusa.com 1-800-473-1969
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TRAVELING TOASTMASTER
1] B

1| JASON LANTE FROM GOLD COAST, QUEENSLAND,
AUSTRALIA, takes the Toastmaster to his first dive while
celebrating his fiance’s 30th birthday at the Great Barrier
Reef'in Australia.
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2 | PATRICIA COSTELLO, ACB, ALB, FROM SYRACUSE,
NEW YORK, tours Bryce National Park, Utah.

3 | DANIEL BROWN FROM OTTAWA, ONTARIO, CANADA,
visits Tian Tan Buddha (also known as Big Buddha, a bronze
statue standing 34 meters, or 112 feet tall) at Lantau Island,
Hong Kong.

4 | SARAH BASS, ACB, ALB, FROM MADISON, WISCONSIN,
visits Romerberg Square in Frankfurt, Germany.

View more photos on your tablet
or on our Facebook page: Toastmasters
International.

PICTURE YOURSELF HERE! Pose with the Toastmaster magazine in your exciting surroundings. Email your high-resolution
image (at least one megabyte) to photos@toastmasters.org. Bon voyage!
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MY TURN

From the Batter’s Box to The Stage

5 ways baseball made me a better speaker

BY BRIAN D. BARTON, ACB

o matter how you look at

baseball, some life lessons
can be learned from the game,
including how you overcome
failure or deal with success.
When you think about it,
baseball can even help you be a
better speaker. It helped me.

Owning the Stage

As a child, I was afraid of stand-
ing in front of a room and being
the center of attention. Reading
a prepared speech would send
chills down my spine and leave
me a nervous wreck.

On the baseball field, I was a
different person. I embraced the
crowd and the cheers—

I soaked it all up. I saw playing
baseball as a performance, and I knew how to own that stage. 1
didn’t view public speaking the same way. Eventually, that changed.

Before going on stage, I learned to visualize myself stepping
into the batter’s box while the crowd cheered me on. I imagined
the field’s bright lights and the opposing team’s pitcher. This visu-
alization process made me more at ease—I was ready to “step up
to the plate;” or in this case, the lectern.

.

The Prep Work
In the game of baseball, “the routine” is extremely important
to players as they prepare for each game. From the time I ar-
rive at the field to the start of the game, my routine is strictly
regimented. In addition to stretches and exercises, I also pre-
pare mentally. I even do some light reading. But every player’s
routine is different. It’s not about putting on that lucky pair of
socks for physical comfort, it’s about the emotional aspect.

I now apply a similar regimen when I prepare for a speech. I follow
a disciplined routine of outlining my thoughts, gaining a thorough
understanding of my topic and practicing my delivery. It has made all
the difference. I practice enunciating my words, projecting my voice
and matching my body language to the content of my speech. This
settles my mind and has made me a more confident speaker.

Going for the Home Run

The home run is one of the most exciting plays in baseball. It brings
the crowd to its feet. There is nothing like the euphoric feeling of

PHOTO BY ROBERT HINDMAN

Brian Barton and his mother, Malisia, in 2012.

floating around the bases after
connecting with a ball that sails
over the stadium fence.

I am learning how to get this
same effect from my audience as
I speak. I set people up by build-
ing their anticipation—and then
WHAM! I knock it out of the
park with my message. If I get
the desired response (laughter,
applause or tear, depending on
the anecdote), I know I've hit it
out of the park.

Playing Small Ball

We can't all get home runs every
time we're up to bat. At times,
we have to play a little “small
ball” In baseball, that means
accomplishing the smaller tasks,
like taking one base at a time, bunting and moving other runners
toward home base. Each small task is important in the game. When
speaking, “small ball” means paying attention to every detail of my
delivery. Even if T initially think these details won’t matter, they do.

Closing

One of the most difficult things to do in baseball is to close out a
game, especially when teams are neck and neck. It takes compo-
sure, confidence and good instincts to get the job done when the
game is on the line.

The same holds true when competing in a speech contest. I
learned that success depends on how well I close my talk. I don’t
want to jeopardize my entire presentation on a weak ending,
so, when I get to the end, I bring in the “closer;” just like baseball
teams bring in the closing pitcher.

A successful speech, just like a winning game, depends on how
you open, play and close. Every part, every second counts. Kl

BRIAN D. BARTON, ACB, is a former major league baseball
player with the St. Louis Cardinals and Atlanta Braves who has
written the book Stats and Situations: The Game Plan to Success.

TABLET SPECIAL: Download the tablet edition for
more on how baseball applies to public speaking and learn
some baseball lingo you can use every day.
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PROFILE

Patricia Fripp

Seizing an Audience—

and Opportunities

Dynamic speaker and entrepreneur
knows how to captivate a crowd.

BY PAUL STERMAN

It is a little after 9 a.m. on a Saturday morning, at the 2014
Founder’s District fall conference. About 200 people sit in the
audience as the keynote speaker is introduced. Then Patricia
Fripp strides to the center of the stage, where for the next 90
minutes she commands the space. Wearing a fashionable navy-
blue suit, Fripp speaks with purpose and panache, engaging the
Southern California crowd with her colorful anecdotes, tough-
minded advice and lively humor.

The veteran speaker may be small in stature, standing a little
over five feet tall, but she is a large presence in any room.

Toward the end of her presentation, she does on-the-spot
coaching, inviting audience members to come up onstage and
practice the beginning of their speech. (Being Toastmasters, they

“You have about 30 seconds to
captivate an audience.” — Patricia Fripp

all have openings at the ready.) One stocky man wearing dress
suspenders is among the volunteers. Fripp gets straight to the
point—or in this case, the pants: A suspender strap is protruding
from his right pocket, so she reaches down and removes it, tell-
ing him to put it back over his shoulder. Then she checks his left
pocket to make sure it’s clear too.

Clothing worn in the wrong way, loose change that jangles,
holding the microphone improperly—all can divert an audience’s
focus. “Do not distract from your message before, during or after
your speech,” Fripp says.

Her own message today focuses on how to connect with and
inspire your audience. Not wanting to limit her reach, Fripp alerts
the crowd to social-media possibilities whenever she shares a par-
ticularly valuable nugget. “Tweet that!” she says. “Hashtag Fripp.

A Hair-Raising Journey

Whether tweeting or talking about her, there’s much to say about
this longtime trailblazer. Fripp first made a name for herself as

a hairstylist. At 20, she landed a job cutting women’s hair at a
swank San Francisco hotel, having moved to the city from her
native England. She quickly moved up in the business. “In 1969,

I became one of the first women to enter a new industry, which
was men’s hairstyling,” she says in an interview after her speech.
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Patricia Fripp, shown here speaking at the 2014 Lady and the
Champs conference, has keynoted many Toastmasters events.

The charismatic Brit gave presentations at hairstyling events
and eventually parlayed her experience into paid speaking
gigs. She joined San Francisco’s Cable Car Toastmasters club
in the mid-"70s, and in 1977 she delivered the keynote at the
Toastmasters International Convention. Then, in 1984, she was
selected as the first female president of the National Speakers
Association (NSA).

Practice and preparation were keys to her rise in the industry,
says Fripp, an NSA Hall of Fame speaker. “You get yourself ready
and the opportunities will present themselves, and that’s a univer-
sal principle, whether you know it or not”

A Lady in Las Vegas

For Fripp, the opportunities keep coming. She runs a high-powered
speaking and coaching business, and teams up with Toastmasters
World Champions of Public Speaking to present an annual confer-
ence. Held in Las Vegas, it’s aptly titled “Lady and the Champs”
This year’s program is February 28—March 1, and it’s headlined by



Fripp and champions Craig Valentine,
Darren LaCroix and Ed Tate.

In keynote speeches and breakout ses-
sions, the conference offers speakers and
business people a variety of strategies for
improvement. This year, for the first time,
it will be streamed live, providing access to
those who can’t make it to the desert city.

“There’s an international component to
this event because of the world champs;’
says Fripp. “Last year at Lady and the
Champs, people from 16 different coun-
tries attended the event”

The conference will also feature moti-
vational speakers Tim Gard and Robert
Fripp, Patricia’s brother, who happens to
be a legendary rock guitarist. He founded
the groundbreaking band King Crimson,

and in 2003, as his sister proudly notes, he
was ranked 42nd on Rolling Stone maga-
zine’s list of the 100 greatest guitarists of
all time. “My brother got the brains, and

I got the personality,” quips Fripp.

Coach’s Corner

She still delivers speeches around the
world, but most of Fripp’s time now

is spent coaching. Her clients include
executives, speakers, authors and business
people looking to improve their sales
presentations.

At the November Founder’s District
conference, about 20 people line up to get
her advice on their speech openings. Her
coaching talents are on full display as she
listens and makes quick assessments. A
common theme is the importance of creat-
ing a sense of story—and advancing the
story quicker. “You have about 30 seconds
to captivate an audience,” stresses Fripp.

Vernon Budinger, CC, an investment
manager in Monrovia, California, takes his
turn. He begins by touting an investment
strategy. A few sentences in, Fripp
stops him. Before you sell the economic
benefits, she says, you have to establish a
connection with the audience—a sense of
trust. Then the financial details can follow.

In her presentation, Fripp also
emphasizes the need to be specific,
exhorting speakers to be as precise as
possible in the words and details they
choose. Words like stuffand lots are
strictly off-limits.

(Unfortunately, I run afoul of the
specificity rule shortly after Fripp ends her
speech. Talking to her about our interview,
I somehow utter stuff—and immediately
hear about it. “Don’t use the word stuff!”
she scolds while punching me playfully,
but hard, in the arm. Point taken.)

Craig Harrison, DTM, has watched
Fripp do her onstage mentoring at
many Toastmasters events where she

has keynoted. “Her speech coaching is
masterful,” says Harrison, who helped
form a club with Fripp in the late "90s.
“She whispers suggestions in the speaker’s
ear and you can see them incorporate her
coaching immediately, and the difference
is palpable”

Looking Back

Fripp is full of stories about her evolution
as an entrepreneur and speaker. One thing
she says was a big help in the beginning:
She was a natural talker. When she worked
as a hairstylist, many of her customers were
business heavyweights from San Francisco’s
financial district; Fripp says she used the
opportunity to learn from them, asking
questions while cutting their hair. How did
you flourish in business? What are the most
valuable things you learned when starting
out? How did you stay on top?

“Everything I learned about business, I
learned behind the chair,’ notes Fripp, who
ran her own salon for many years.

“With both speaking and hairstyling,

I did not start either with great talent,
she adds. “I started with a real interest in,
and commitment to, becoming good, and
I had a personality that was well-suited
to both”

PAUL STERMAN is senior editor of the
Toastmaster magazine.

Download the tablet
edition for more advice from
Patricia Fripps Twitter account.

Visit fripp.com to learn more about
Patricia Fripp and her speaking and
coaching business. To learn more

about the Lady and the Champs
conference, visit worldchampslive.com/
ladychamps.
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HOW TO

Judy Carter, a speaking coach and humorist, won her audience over by directly interacting with them at the 2013 Toastmasters
International Convention in Cincinnati, Ohio.

A Speech Is a Love Affair

How to seduce, engage and win your audience’s heart.

BY JACK VINCENT, ACS, ALS

Valentine’s Day is quickly approach-
ing, making February the month
for lovers in many parts of the world. So
let’s talk love; let’s talk romance.

From attracting and connecting for the
first time, to focusing on someone else
and touching someone’s emotions and
feelings as much as their mind, a great
speech is like a love affair. A great speech
seduces audience members, engages them
and then wins their hearts.

Seduce

Attraction is a product of emotion. It’s
spontaneous. We don’t control it, and
it'’s impossible to change who—and
what—attracts us. Sometimes it’s instan-
taneous, like a spark. Famous playwright
William Shakespeare and poet Chris-
topher Marlowe both included this
famous line in their works: “Who ever
loved that loved not at first sight?”
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As speakers, we can use this powerful

emotion of attraction in our presenta-
tions—especially at the beginning of

our speeches—to seduce our audiences.

The key is to keep it simple. Simplic-
ity sparks emotion. Complexity gets in
the way of making jaws drop. It may be
helpful in the body of your speech, but
in the beginning, simplicity rules—sim-
plicity seduces.

An example: [ spotted him when
he walked in. Then he looked my way,
looked away, then looked back, and it
took my breath away.

That’s simple. Some call it an open-
ing “grab”

“Jump smack into an exciting
story,” says John Zimmer, ACB, ALB,
a member of the International Geneva
Toastmasters club in Switzerland and a
five-time winner of District 59 speech
contests. “Offer a surprising statistic,

cite a quotation, make a provocative
statement or ask a provocative question.
Your opening is one of the most power-
ful moments of your speech. Use it to
hook your audience”

A brief pause after being introduced
can also be powerful and seductive.

A pause draws the audience in, not
rationally but emotionally. Making a
well-crafted opening grab and pausing
again can literally take an audience’s
breath away.

And perhaps the most powerful
seduction tool of all is confidence. This
should not stray into arrogance or cock-
iness; just show genuine confidence. In
romance, business and presentations,
almost everyone is attracted to someone
who has a strong sense of self. So don’t
be shy about drawing the audience in
with a powerful opening, sprinkled with
pauses and genuine confidence.



Engage

Attraction is powerful, but it only gets
you so far in relationships and speeches.
Engagement is key, it keeps you moving
forward. On a first date, for example,
talking too much about yourself can be
the kiss of death. You need to listen to
your date, too: Enough about me; let’s talk
about you.

One way to do this in a speech is to
provide context for your speech after you
deliver a breathtaking opening. Outline
your main and supporting points and tell
your listeners what your speech will mean
to them. At this point, audience members
will get their breath back, and start to get
comfortable. They will be engaged. They
will have an idea where on this journey
you will take them, and they’ll know why
it will be meaningful.

This requires knowing your audience,
of course. Whether your speech is for an
industry conference, a marketing-strategy
review or a club presentation, it’s essen-
tial to know what your audience loves and
what its “hot buttons” are.

Gary Vaynerchuk is a social media,
branding and blogging guru. His book
Jab, Jab, Jab, Right Hook is all about con-
necting with customers. As a conference
speaker, he practices what he preaches.
He’s famous for having “conversations”
with the audience.

Vaynerchuk often pulls a chair to the
front of the stage, or sits on its edge, and
asks his audience questions. He listens
intently to the replies. This highly engaging
practice makes audience members a part
of the presentation. It creates a relationship
between the speaker and the audience.

Of course, the conversation, much like
the body of a speech, needs to remain
relevant to the purpose of the speech
and the audience’s interests. A master-
ful facilitator will know when to politely
navigate the conversation back to the
core topic. And a masterful presenter will
make sure he or she stays on topic or risk

losing the audience’s interest, regardless
of the quality of the delivery.

This is where “not wasting a word”
comes in. When in doubt, leave it out.
Every word should count and contribute
to all the key points.

Win Their Hearts

They say it’s the little things that make

a healthy relationship—but big things
matter too. Audience members can just
feel it when you're passionate about your
topic, and when you're giving them your
energy and your love. I often tell sales
teams and presenters alike, “If you want
them to believe it, you've gotta’ love it”

Stay authentic, be
passionate about the
importance of your
content, and deliver it
with love.

You need to cherish your audi-
ence, but you also have to cherish your
content, your product or your mate-
rial. You have to truly believe what you
say can either change the world or, at
the very least, make the audience’s day.
Delivering a message with passion is not
the same thing as over-dramatizing it
in your delivery. Stay authentic, yet be
passionate about the importance of your
content, and deliver it with love.

Content today needs to be personal.
It needs to be human and touching. It
needs to go deeper than spontaneous
emotions, and provoke deep thoughts
and feelings. This is where meaning
comes in, and this is where great story-
tellers shine.

For those who haven't read the Harry
Potter series, it tells one of the greatest
love stories of our time. Potter is sur-
rounded by love, while his arch-nemesis

Voldemort has never loved, nor has he
ever been loved.

Toward the end of the last book in the
series, Harry Potter and the Deathly Hal-
lows, Potter meets his mentor, Professor
Albus Dumbledore, halfway between
heaven and earth. Potter laments the
innocent who have died in the quest to
vanquish evil. Dumbledore says, “Don’t
pity the dead, Harry. Pity the living and
above all, those who live without love”

The quote is famous, and hints at the
theme of the series—the whole reason
J.K. Rowling wrote the seven books.

She wrote 1,084,170 words to convey
the meaning of three words: “Love
conquers all”

So what is the provocative human
theme in your speech? What does it
stand for? How will you touch your
audience’s heart?

Even a marketing presentation can
be moving. You can end with a story of
someone getting something—more food,
more joy, a deeper relationship—just by
using the product you are selling.

A great speech should not only
use the tools of romance—seduction,
engagement and love—it should be
a love affair. It should seduce with a
powerful opening. It should engage the
audience through relevant content, and
involve the audience whenever possible.
And it should touch people’s hearts.

Spread the love. Happy Valentine’s
Day!

JACK VINCENT, ACS, ALS, is a sales
advisor, speaker and trainer who divides
his time between Woodstock, New York,
and Lucerne, Switzerland. His upcoming
book, A Sale Is a Love Affair—Seduce,
Engage & Win Customers’ Hearts, is
available at ASalelsALoveAffair.com.
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LEADERSHIP

This corporate formula for success
goes beyond the profit margin.

BY LINDA ALLEN, ACS, CL

“Leadership would be easy if it weren't for
people,” wrote Mac Anderson, founder of
Successories and Simple Truths, two businesses
that produce inspirational and motivational
products and books.

He’s right. value individuals as team members—not as assets or liabilities.
You may think that leadership is about you, your skills and Corporations are shifting the focus from profit-driven bottom
your experience, but leadership is really about others—all the lines to collaborative environments that support, encourage
people you deal with in business, in your community and even in and empower employees to grow and develop, both personally
your family. Without people, leadership is a one-size-fits-all skill. and professionally. The “love of power” is transforming into the
“Leading” and “love” are words seldom spoken together in “power of love”

business or leadership discussions. Love has long been a word
shunned in the business world because it conveyed emotions that A Caring Attitude

implied weakness. Instead, businesses favored words associated Joel Manby, CEO of Herschend Family Entertainment (HFE),
with strength and force to convey power and influence. takes love seriously. He leads the largest family-owned theme-
But the business climate is changing. Those who incorporate park organization in the United States—it’s the ninth largest
love into their leadership style are attracting attention. These in the world. For Manby, love is a verb, and it works inside
successful business leaders are creating work cultures that and outside the workplace. His 2010 appearance on the first
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EMPLOYEE HAPPINESS

season of CBS’ Undercover Boss allowed millions of viewers to
see HFE’s leadership model in action. Manby went undercover
to the frontlines of his company, working side-by-side with his
employees giving “Ride the Duck” tours, participating in early
morning park clean-ups and other duties performed at the park.
Along the way, he encountered employees who were down on
their luck. He became motivated to do more for them.

At the end of the episode, Manby gave back to alleviate the
hardships of those employees he had met. The response to
the show was overwhelming—it inspired Manby to write Love
Works: The Seven Principles. In it, he explains the principles that
guide his life and career. He believes leaders can be successful
and care about employees by implementing patience, kindness,

what Makes a Good Team?

Mot Mr.Boss I
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Best
Employee

trust, unselfishness, truthfulness, forgiveness and dedication in
their interactions with coworkers.

Manby says, “HFE trains our leaders to love each other,
knowing that if they create enthusiasm with their employ-
ees, the employees will in turn create an enthusiastic guest
experience’

Follow Your Heart

John Mackey is co-founder and co-CEO of Whole Foods
Markets, a natural and organic food market that supports envi-
ronmental stewardship. Fortune Magazine named Whole Foods
one of the 100 Best Companies to Work For in 2014—a distinc-
tion the company has held for 17 consecutive years.
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In an interview with American media host Oprah Winfrey,
Mackey described the company’s mission: To sell healthy food,
make a living and have fun. He advises following your heart when
choosing a career. Mackey shared his story about how he dropped
out of college, learned to cook and moved to a vegetarian co-op in
Austin, Texas. It awakened his food consciousness and became his
passion. He and his then-girlfriend borrowed and raised a total of
$35,000 to open SaferWay, a market and health food restaurant.
After two years, SaferWay merged with Clarksville Natural Gro-
cery and reopened as the first Whole Foods Market. Mackey now
leads a corporation of 380 stores with 80,000 employees known as
team members.

Mackey says leaders have a responsibility to develop their own
consciousness. For him, love means being a good steward of all
resources, including employees, investors, suppliers and custom-
ers. Whole Foods extends its practice of leading with love to the
earth through sustainable practices.

Finding Solutions

Since 1948, Kimray has manufactured equipment for the oil and
gas industry worldwide. Tom Hill, CEO and chairman of the board,
takes a personal interest in the lives, aspirations, families and well-
being of his employees. “I've learned through the years that every

Leading with love dissolves limitations
and opens the playing field so each
person can create, achieve and grow.

person is living a story, says Hill. “I may not know all that is going
on in their lives, so I need to treat them with grace, patience and
understanding instead of assuming everything is okay”

During an economic downturn, Kimray chose not to lay off its
employees. Instead, the company “loaned” its employees out to
charitable and civic organizations while continuing to pay their
salaries. When the downturn reversed, the company brought
them back “home” to work, and did not have to retrain them—a
win-win solution.

In another instance, when Kimray’s management realized how
some poor decisions adversely affected the company, they devel-
oped a program, “Character First” Designed for all employees,
the program encourages a culture of good character—the inward
motivation to do what is right. Kimray’s program has now been
implemented in businesses, school districts and communities
throughout the U.S. and in 28 countries.

Hill says, “One benefit of developing a culture of character and
leading with love is that it makes Kimray an attractive place to
work. We retain good people because they enjoy working here,’
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says Hill. “We also attract new employees who want to work in a
safe, positive and healthy environment, which allows us to have
a positive impact on our employees beyond their jobs—to their
families and community”

Maintaining a Balance

From global to local, these new types of leaders can be found in
large corporations as diverse as manufacturing and agriculture
to small, family-owned businesses.

Paul Freeman is owner and CEO of Anchor D Bank, with
branches in three rural communities in western Oklahoma. He
admits it’s easy to get caught up in productivity, spreadsheets
and profitability models, but, “While those are tools,” he says,
“there must be a balance between bottom-line thinking and
doing the right thing—not only for our customers but also for
the employee and the employer”

Freeman measures that in customer satisfaction with the
company’s products and services. He asks questions like: Are our
customers going to have a better day because of their visit to the
bank? Are they smiling when they walk out? He says that goes for
employees also. Freeman’s bank model is having happy employ-
ees because it “transfers to the level of service they provide our
customers.” Anchor D works with employees to develop each
one’s career path within the bank.

Employees’ personal concerns are also addressed. When
Anchor D recognized the stress its employees were under due
to their financial inability to provide their children an adequate
education, the bank implemented a tuition program to cover
post-high school education expenses.

Anchor D leaders experienced an “aha” moment when they
realized their goals should not be based on numbers, but instead
should focus on the direction they take, and the culture they cre-
ate, to determine the company’s outcomes.

Freeman says, “If we spend the money to create the best envi-
ronment, training and culture we can ... the rest will come. It’s
all about doing the right thing”

The Greater Good

The stories behind successful leaders reveal core values that are
communicated to employees, both in policies and procedures.
These corporate leaders also model the values in their work,
ethics and management methods. This shifts the power from the
ego to a sense of collaboration and cooperation for the greater
good. As Manby says, “It’s thinking about yourself less, not less
of yourself”

Speaker, teacher and author Marci Shimoff wrote the best-
selling book, Love for No Reason: 7 Steps to Creating a Life of
Unconditional Love. In it, she devotes one chapter to “The Door-
way of Communication: Coming from Compassi